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Value Co-creation in Action:  

A discussion of results on how customers drive innovation 

 

 

Abstract 

Results of our two different researches in marketing and management reached a common 

point about effectiveness in value co-creation with customers. From idea generation to 

delivering newly designed products and services to the market, involvement of customer 

provides critical contributions for improving offerings of companies. A prior research in 

Turkey underlined that openness and capability of firms are the keys to understand customer's 

advisory. Recently, another study, which has discussed innovation concept from 

organizational management perspective rather than marketing core, found out that successful 

organizations are structured in an innovation oriented and customer centric form. In this 

paper, it is aimed to investigate the common results from these two separate but similar 

researches and make a detailed discussion about the concept of value co-creation with 

customers by consolidating the empirical findings of these researches and introduce a set of 

unified and combined outcomes. Unlike other studies in the literature, this study aims to build 

a comprehensive approach on customer involvement into innovation process, by combining 

complementary perspectives of marketing and management. This approach provides a useful 

reference guide for firms to assess the power of ideas coming from their customers, whom are 

willing to drive innovation as main stakeholders. 
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Introduction 

The competition is getting more challenging as described by D’Aveni (1994) with the concept 

of ‘hyper-competition’, where market shares are decreasing due to globalized competition, 

customers are demanding more personalized and differentiated products and services, time to 

market of these products and services is gaining more and more importance. These 

challenging conditions force all companies to transform themselves into an innovation 

oriented and customer centric form. Competitiveness forces all companies to make better use 

of their technological, organizational and marketing competences for long-term survival. In 

this paper, we will be focusing more on the innovation ingredient in these competences with 

parallel to three dimensions of modern organizations (Güngör and Bilgin 2010). 

Thinking out-of-box in organizations is gaining importance to build not only new products 

and services but also to differentiate firm with unique ways of doing business. In this context, 

innovation is considered as an essential element of management strategies and core values for 

sustaining competitiveness (Krause 2004). It is widely acknowledged by industry and 

academics that organizations should transform themselves into innovation oriented way in 

order to remain competitive, and maneuver easily to align with new changes and challenges 

of markets. For these innovation-oriented organizations, cultivating customer-centric 

activities to make use of customer knowledge is one of the most important issues (Bennett 

and Gabriel 1999; Chase 1997), and there is a considerable interest in the potential of “co-

creation” either individually or in community contexts, to enhance innovation and business 

performance (Gibbert et al.  2002). Co-creation is viewed as an aspect of marketing 

competence for engagement with customer and developing collaborative knowledge about 

offerings of the company, so as processes those generate knowledge about loyal customers 

(Campbell  2003). 

Two different researches that we conducted and examined separately from marketing and 

management perspectives reached a common set of results about the effectiveness in value co-

creation with customers: from idea generation to delivering newly designed products and 

services to the market, involvement of customer provides critical contributions for improving 

offerings of companies. 
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A prior research in 2008 underlined that openness and capability of firms are the keys to 

understand customer's advisory (Güngör 2009). Recently, another study, which has discussed 

innovation concept from organizational management perspective rather than marketing core, 

found out that successful organizations are structured in an innovation oriented and customer 

centric form (Kuzucu 2010). With the aim of consolidating these two pictures, in this paper 

we investigate the common results from these studies with empirical findings and make a 

detailed discussion about the concept of value co-creation with customers. In result, a 

comprehensive approach is built on customer involvement into innovation process, by 

combining complementary perspectives of marketing and management fields 

After introducing the main concept, it outlines separately our previous researches about 

“Customer’s Advisory” and “Innovation Oriented Organization” with a detailed literature 

review. Then, the commonality of these researches is investigated with the aim of 

consolidating two pictures. Finally, the common set of results is discussed item by item in 

detail.  In conclusion, limitations and agendas for further research are identified. 

Information about Previous Researches 

Explanation and details about the first research 

In 2008, a quantitative research for understanding the factors affecting on making use of 

customer’s advisory for the design and development of new products and services or 

evaluation of existing ones, was carried out in Turkey as a part of PhD. thesis (Güngör 2009). 

The research was conducted among the middle managers of organizations from many 

different industries. After the results were collected and analyzed, the final model showed that 

making use of customer responses from various sources require two major attributes for any 

organization: openness to customer and capability of turning the data into wisdom to evaluate 

new products and services through the customer's eyes. 

 “Customer’s Advisory” contains unconditionally provided cues from customers to 

revolutionize or evaluate existing products and services. It also opens the door to new product 

ideas. As innovativeness is a critical key to remain in the competition for globalized markets, 

this opportunity is unmistakable for organizations. For this reason, the use of customer’s 
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advisory requires both organizational responsiveness and empathy to understand customer 

responses, and capability to turn that information into knowledge for evaluation of services.  

These two constructs were formed of three components for each. Openness was a composition 

of responsiveness, empathy and technology focus of the organization. Service evaluation 

capability was a matter of technological capacity, bidirectional information sharing among 

departments and frequent information use for decision making in the organization.    

A brief information about the tests conducted in the first research are, as follows: The 

reliabilities of scales used in the research were tested through the use of Cronbach’s Alpha 

that was expected to be at least equal to 0.70 or above while accepting any factor reliable and 

consistent in this study. The constructs were first tested for reliability of the items contained. 

Principal component analysis (factor analysis) executed to each construct for scale 

refinement. Kaiser-Meyer-Olkin (KMO) coefficient is used to measure sampling adequacy of 

homogeneity in factors of the analysis. KMO was expected to be at least equal to 0.50 or 

above while accepting any factor’s sampling adequacy of homogeneity. Bartlett’s test of 

sphericity for the significance (expected to be equal to or below 0.05) of appropriateness of 

the factor model were also examined. The hypotheses were tested through hierarchical 

multiple regression analysis, one-way analysis of variance (ANOVA), F-Test and t-test. 

Multiple regression analyses were used for the analysis of relations and correlations between 

the core concept, constructs, and moderating variables. If F-test was found significant, 

Durbin-Watson autocorrelation analysis was applied to the independent variables. Following 

that, t-test was applied at the final stage of multiple regression analysis to understand the 

contribution of each independent variable to the explanatory power of the model.  

Making use of customer’s advisory requires a good understanding and therefore openness to 

impulses from customers. Responsiveness of the organization was found dependent to its 

willingness, promising attitude, quickness and seriousness as were defined by Parasuraman et 

al. (1988, 1991) in SERVQUAL measure. Significance in responsiveness construct represents 

that an organization is willing and capable to capture better signals and impulses from 

customer as long as it holds promising attitude, quick response and seriousness in the way 

they contact with their customers. An organization shows its promising attitude in several 

ways such as: handling customer demands and complaints in timely manner with a solution, 
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keeping aligned with messages from brand like slogans and mottos, providing the best 

possible effort to support customer’s actions, and communicating effectively with customers 

at all times. More or less all of these ways are secured by seriousness of personnel and 

management of the organization, to meet a successful result and better relationship. Thus, 

serious, quick and promising organizational behaviour also matters in trust and commitment 

issues where customer feels much confident with the brand to consume and to contribute its 

evaluation as well. Empathy in the organizational behaviour was found important and based 

on understanding concerns of customers well enough and providing explanations of options 

accurately to the customers. Understanding concerns of customer implies that organization 

and its employees are putting themselves into customer’s shoes when following feedbacks, 

responses and advisory of customer in order to make it realized or solved. In parallel with 

responsiveness, explanation of options to customer supports informative approach with 

possible actions available to take when the feedback or complaint is taken. Summing up these 

two items, an organization which truly makes empathy with its customers through 

anticipation of concerns and providing alternatives with responsiveness, gains the openness to 

listen to customer where making use of customer’s advisory could happen. Technology focus 

of organization was the third important factor, following responsiveness and empathy, for 

openness in the organization to capture customer advisory. Having a well configured direct 

marketing communication technology is a key aptitude to get the impression from what 

organization is involved with, contributing to, servicing and how it is formed of.  

Service evaluation capability of the organization was found dependent to bilateral information 

sharing frequency between marketing and engineering units, technological capacity to make 

evaluation and frequent information use for decision making. These all summarize that the 

more often information shared among the departments of collecting it from customers and 

developing the services with proper customer relationship management (CRM) systems, 

human resource management systems (HRMS), enterprise resource planning (ERP) systems 

and Intranet systems installed, the better service evaluation capability was exposed.  

For each of these constructs, effects of four independent variables were detected: customer 

insight utilization, human resource advantages, knowledge interpretation, and innovative 

corporate thinking.  
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Customer insight utilization addresses that the organization is willing to understand customer 

lifetime value and retention in parallel, supporting co-creation of value together with brand 

communities and building one-to-one relationships with customers through call-centers. 

Innovative corporate thinking in design of services and in customer relationship building was 

essential for organization to make difference in the eyes of its customers. Increasing customer 

lifetime value, seeking more customer retention, ability to create value with customers not 

only proposition of value to customer, and one-to-one relationship bonding through agents 

were affective customer insight utilization components in anticipation of customer’s advisory. 

Innovations in design of services and innovations in building better relationships with 

customers were affective on better use of the customer’s advisory in service evaluation. 

Human resources were significantly important for any organization to make use of customer’s 

advisory. If an organization has better experienced and educated personnel it gains better 

understanding of customer’s advisory. Finally, knowledge interpretation capability of 

organization is one of the most important and critical ability to make use of customer’s 

advisory. 

Explanation and details about the second research 

In 2010, a quantitative research was carried out with the aim of understanding the 

characteristics of innovation oriented organizations. Through an extensive review of 

literature, a framework was developed on the concept of organization wide innovation 

management; general system approach was used to identify key concepts of innovation 

management and axiomatic design methodology was employed to determine the core 

components of the framework and decompose them into sub-components. With the aim of 

validation of the framework, an empirical survey and interviews were conducted to collect 

data from companies in Information and Communication Technology industry in Turkey 

(Kuzucu 2010). 

The statistical results of the survey were analyzed by examining the importance level of 

framework components and the impact level of framework components on innovation 

performance. Firstly, the responses related to the importance level of the framework 

components were analyzed in order to determine which of the components were considered 

important in terms of innovation management. Then, factor analysis was performed to reduce 

the number of framework components and performance indicators. As the next step in 
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validation of the framework, the relationship between the framework components and the 

innovation performance indicators was examined in order to substantiate the impact of core 

components on innovation performance. 

According to the analysis of the results, high reliability is obtained with respect to the 

standards specified in the literature; for factor analyses all factor loadings were greater than 

0.50, leading to a conclusion that the reliabilities of individual framework components were 

within acceptable levels and composite reliability coefficients for the constructs were  all 

greater than 0.70, suggesting that a high internal reliability existed in the constructs. In 

addition to that, the highness of beta (β) values in regression analysis confirms that all core 

components of the proposed framework strongly influence the innovation-based financial and 

non-financial performance. 

On the basis of data analysis collected from survey and interview responses, the proposed 

framework was validated by examining the importance of framework components, and the 

relationship between company accomplishment in sub-components of framework and in 

innovation performance. The framework, named as “Innovation Oriented Organization”, 

presents four core components to promote the organization-wide innovation: innovation 

process, organizational infrastructure, supportive systems and environmental relations. In the 

following paragraph these core components are described in short to draw the picture of the 

framework. 

Innovation process is the fundamental component of innovation oriented organization to 

transform inputs such as ideas, knowledge, and materials to innovation solutions. Organizing 

innovation development activities in a systematic manner is the foundation of building an 

innovation management system. A well-designed innovation process helps business to 

identify, evaluate, develop, implement and exploit innovative solutions more efficiently and 

effectively. As the first result of this research, statistical analysis confirms the role of 

innovation process in innovation management. Managing innovation process effectively has 

positive and significant effects on both financial and non-financial innovation performance. 

Organizational infrastructure construct consists of the following components: structural 

subsystem, social and cultural subsystem, goal and values subsystem. As stated by Preez and 

Louw (2008), a framework of organization-wide innovation management includes a well-



8 

 

defined combination of structure and flexibility in order to effectively deploy all elements of 

successful innovation. In other words, organizational infrastructure needs to be designed in 

the way to enable innovation. As the second result of this research, statistical analysis 

confirms the role of organizational infrastructure in innovation management. Building an 

innovation oriented organizational infrastructure has positive and significant effects on both 

financial and non-financial innovation performance. 

Supportive systems construct includes the following components: knowledge management 

system, human resource management system and information technologies. All these 

subsystems interact with each other to facilitate the goal of the main system, innovation 

oriented organization. Starbuck (1992) has already stressed that innovations arise at the 

intersection between flows of people and flows of knowledge. From this point of view, 

enhancing knowledge assets, managing human resources and establishing information flow 

are very critical to become an innovative organization. These supportive activities help to 

increase the efficiency of innovation process. As the third result of this research, statistical 

analysis confirms the role of supportive systems in organization-wide innovation 

management. The components forming the supportive systems construct (knowledge 

management system, human resource management system and information technologies) 

have positive and significant effects on both financial and non-financial innovation 

performance. 

With the aim of interrelation with external environment as an open system, “Innovation 

Oriented Organization” includes a construct named as environmental relations. Building and 

sustaining innovation-oriented relationships with the environment is becoming increasingly 

more important for business survival in terms of innovativeness. Environmental relations 

stand for monitoring the changes and trends in the environment and integrating the 

environmental actors into the innovation activities. The results of statistical analysis confirm 

the role of environmental relations in organization-wide innovation management. Building 

and sustaining innovation-oriented relationships with the environment performance have 

positive and significant effects on both financial and non-financial innovation performance. 
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Explanations about the commonality of both researches 

The questionnaire for the first research was conducted among 301 middle managers in July 

2008 and survey for the second study was conducted in April of 2010 with the target 

population consisting of managers from information and communication technologies (ICT). 

Thus, both of the researches had a common target population base where the second one is a 

subset of the first one. There was no specific industry selected for the first one but ICT 

industry was chosen for the second due to its knowledge-based and innovation-oriented 

characteristics. Participants were chosen with the intention of contacting various key 

informants on different type of innovation activities. Both of researches were conducted in 

Turkey. Therefore, we claim that middle managers in Turkish ICT industry represent an 

intersection in both of researches. Our combined results address directly such target for 

analysis of the phenomenon of managing customer-driven innovation.  

These two researches are compatible in terms of subject issues. The first research focuses on 

the question how organizations can get closer to their customers in order to position them as 

an important participant of their innovation process. Similarly, the second research aims to 

answer the question how an organization can be transformed into innovation oriented form by 

using a holistic perspective. As it is clearly seen, there are two major points that are addressed 

by these researches commonly: understanding the customer and management of innovation. 

In this point, these two researches can be combined and analyzed together to answer the 

question how an innovation oriented organization can build close relationships with its 

customers to integrate them into its innovation development process. 

Combined Analysis of Researches 

In this paper, it is aimed to investigate the common results from these two separate but similar 

researches and make a detailed discussion about the concept of value co-creation with 

customers by consolidating the empirical findings of these researches and introduce a set of 

unified and combined outcomes. 

Before starting to discuss the common results of two researches which are mainly focused on 

innovation concept from two different perspectives, marketing and management, there is a 

need to put these perspectives clearly. 
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In the literature several scholars evaluate the innovation concept from organization-wide 

management perspective. Kaufmann and Todtling (2002) indicate that innovation requires a 

favorable environment within the organization that is fostered by concerns such as top 

management support, the implementation of successful technology strategy, the design of an 

organizational structure that facilitates innovation process, technology culture, and human 

resources with necessary skills and experience. Dickson and Hadjimanolis (1998) state that 

innovation management corresponds to management of the whole process of innovation from 

the idea generation stage through product or process development/adaptation to launch in the 

market or start; and it includes both strategic and operational issues. 

Innovative corporate-thinking encompasses everything from derivation of meaningful 

customer insights to developing entirely new business models. For this reason, creation of an 

innovative mind-set starts at the strategic level decision-making. If innovative-thinking is 

appropriately captivated by people of the organization, it becomes a sustainable structure that 

delivers a better consumer experience and brings the rewards of loyalty and advisory. It 

supports the extension of loyal customer-base and capturing of new consumer markets. 

Apparently, it should therefore be a permanently dynamic internal process of organization in 

parallel with the delicately reception of changes in demand structures of the markets. 

From the marketing perspective of view, market orientation has a significant positive 

influence on new product success and, consequently, and it is a crucial element of innovation 

management (Tomala and Senechal 2004). As the individual consumer is being placed at the 

locus of innovation, setting up unique and customized experience with the brand is becoming 

more important. For this experience to be meaningful, companies have to include their 

consumers in the innovation process to provide them with solutions that satisfy their intimate 

needs. Working with customers can often offer important insights and new directions (Tidd et 

al. 2001). In addition, early involvement and allowing the customers to play an active role in 

the innovation process leads to better adoption and higher quality innovation. 

Marketing technology tools such as CRM, ERP, HRMS, and Intranet incorporate the 

innovative-corporate thinking for making these services better fit for the customer. The 

number of these tools is increasing as the technology advances. Digitalization of many 

existing products like TV broadcasting, cars and white goods support the new data generation 
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touch points where customer can instantly inform the service provider just by the use of the 

service. Mobility of customer brings in new opportunities of using information sources about 

the location and offered service where better relationship marketing strategies can be 

redirected promptly. Therefore, all channels are gaining the capability of hearing the customer 

voice, understanding between the lines of customer’s responses and interpretation of 

innovative ideas in customer’s feelings and thoughts about the brand, and customer’s advisory 

about services offered by the organization. 

After a short clarification of innovation concept from marketing and management perspective, 

the main results of these researches are introduced item-by-item as described in Table-1. 

Items are listed reciprocally by considering the commonality between the results of two 

researches. 

 

Results of the First Research  

(Customer’s Advisory) 

- A Marketing Perspective - 

Results of the Second Research  

(Innovation Oriented Organization) 

- A Management Perspective - 

Through customer insight utilization, 

organizations were found able to 

comprehend the stages of customer 

lifetime and depict value out of it with 

retention. Organizations support co-

creation of value together with brand 

communities and management of one-to-

one relationships with customers for 

making use of customer’s feedback. 

Innovation oriented organization manages a 

well-designed innovation cycle which starts 

with idea collection from different sources 

(such as customers, employees, partners, etc.) 

and finishes with analysis of customer’s 

feedback on innovative solution. Customers 

are positioned as main contributors to 

innovation process in innovation oriented 

organization. 
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Innovative corporate thinking is an item in 

organizational culture for making better 

designs of products and services tuned for 

customer needs and motivations. The same 

applies for building better customer 

relationships, if innovative corporate 

thinking is established in organizational 

culture and climate. 

To promote organization-wide innovation 

activities, companies should design the 

organizational infrastructure by transforming 

the following components into an innovation-

friendly form: vision and strategy, 

organization structure, key individuals, top 

management influence, organizational culture 

and climate. 

Human resource advantages of the 

organization are coming from a 

combination of level of education and 

experience of all employees including 

managers and top management. These two 

factors also affect organizational culture by 

putting customer in the first position to 

serve by all aspects. 

Innovation oriented organization facilitates 

innovation activities by building and 

performing supportive operations such as 

human resources management (selection and 

satisfaction, competency management), 

knowledge management (creation, acquisition 

and diffusion) and information systems 

management. 

Better interpretation of knowledge 

generated within the organization through 

various information systems and 

improvement of channels in and out of 

organization are essential for making 

customer-driven innovation available for 

every member of that organization. 

Organizations should be capable to manage 

innovation oriented interactions with its 

environmental units such as integration of 

customers into innovation cycle and 

collaboration with external business partners 

in their innovation networks. 

Table 1: List of results collected from previous researches 

 

Based on common points of the results provided in Table-1, outcomes are combined to draw a 

complete picture for the concept of co-creation with customer. The items shown in Table-2 

are produced by combining intersection points with a managerial marketing perspective. 
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Intersection of Results  

- A Managerial Marketing Perspective - 

Innovation process starts with inputs from different sources. One of the most important 

sources is each customer of the organization. To collect inputs such as new ideas or 

feedbacks from customers, organization should establish open communication (openness) 

with its customers.  

Utilizing the information technologies is an important attribute for an innovation oriented 

organization to communicate with each customer directly and relevantly. 

Employees can be considered as the fingers of the organization to touch to customers. 

Thanks to its innovative employees, the organization itself should be the brain interpreting 

the needs of customers into the solution. Organizations shall employ talented human 

resources equipped with customer centric mindset and innovation oriented culture.  

Knowledge management enables organization to understand deeply about their customers’ 

concerns and expectations. In this way, it can extract their real needs and motivations with 

the brand and communicate with them much better. 

Organizations require business partners with different competences and capabilities to meet 

their customer’s needs. Building innovation oriented relations with the correct business 

partners is a key attribute of innovative organizations. 

Table 2: Combined outcomes of previous researches 

 

Discussion of Results from Combined Analysis 

Customers are affected daily by thousands of messages and their attitudes are reshaped in 

accordance to many sublime impulses. Whereas every market-oriented organization is able to 

collect data about dynamics of customer behaviour, just by the collection of similar 

information from the markets, a detailed analysis of fundamental strategic capabilities of the 

firm leaves lesser space to manoeuvre for differentiation.  
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As a matter of fact, it is getting more critical to derive insights from the responses of 

customers by placing them right in the core. Firms are adapting themselves to better listening 

and sensing the future expectations, by relying on customer’s advisory referred through all 

active channels. In parallel with this challenge, the technological renaissance empowering 

consumer in communication and decision-making also opens a new window for innovation 

and evaluation of products and services.  

A drive of customer-centrism and innovation-orientation movement leads firms to set 

priorities to build appropriate organizational and technological advancements for engagement 

with customers. However, these developments have been brought by a managerial strategy of 

taking customer complaints into account rather than orientation of a strategy of all-round 

satisfaction of customer. So, their outcomes are generally results of a top-down managerial 

design directed to customers, with the aim of informing them about organizational issues, 

products and services of the firm, and listening to some of the complaints. But, today, market 

dynamics require rather a bottom-up approach:  

• listening to expectations and perceptions of customers from a new perspective to 

reshape and reformulate business innovation strategies  

• (and even more) using their unconditionally given feedbacks to innovate new products 

and services 

For the last decades, marketing technology is getting more integrated into enterprise resource 

planning (ERP) and management through business intelligence (BI) tools and covers also 

customer relationship management (CRM) solutions, the use of the Internet on both internal 

and external information sharing. Understanding customer's responses, feedbacks and treating 

them as valuable resources for innovation is not only a process of data collection but putting 

more emphasis on digging out intelligent outcomes from them. This process starts off with 

distributed and closely-connected collection of no specific but all general details from 

customer without any interference. Then it flows to conversion of vast amounts of directly 

customer fed data into meaningful insights.  

Final stage of the flow is making use of such insights useful for improvement and discovery 

from the right resource, customer, who is in fact the co-creator of value. Therefore, the 



15 

 

combination of both studies implies that items listed below can be considered as prerequisites 

for better achievement of transformation into an innovation oriented organization by putting 

the customer at the center: 

1. Customer involvement into product and service innovation process by listening customers 

in detail, reengineering the customer responses, letting customers talk to the firm directly  

Customer involvement is mostly affected by previous experience with the offerings of the 

organization, interest in the brand, taking precaution against the possibility of cognitive 

dissonance and social interactivity. As data about offerings are increasing in volume on 

many channels, customers are getting more enthusiastic about the brand and gaining more 

expertise about comparing competitive offerings through detailed specifications presented 

over the Internet. From this perspective, starting with this new type of customer at the 

center of the activities an organization is about to take to market, is a compromise of 

innovative products and services with demand. In relation with the results we have 

reached, Prahalad and Ramaswamy (2000) suggest that companies have to recognize that 

customer is becoming a partner in creating value, and need to learn how to harness 

customer competences. As underlined by Vargo (2008) once again, “...involvement of the 

customer in coproduction of the offering is an option, but there is no other way to 

adequately understand value, except through customer participation.” Therefore, openness 

and capability to listen to customer is essential to co-create the value in the exchange, 

supported with an innovative managerial mindset that sets up required technology and 

seeds the organizational culture in that way. 

Customers are significant resources for innovation and attentions paid to the 

dissatisfaction, solvents and super-standard demands that contain innovation information 

in user information would aid enterprises to find potential innovation opportunities in time 

(Yang Xue et al. 2007). Additionally, this issue was recently discussed by Oliveira and 

von Hippel (2011) service innovation improvements focusing on finance industry where 

their findings claim the importance of customers in the design and development of new 

services. From this perspective, service economies are more desperate to take customer’s 

advisory for making innovative products and services as well as innovation drive in the 

managerial mindset.  
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2. Effectively managing the innovation cycle to conquer the real wisdom that ignites 

organization-wide innovation 

Innovation depends on having a supportive organizational context in which creative ideas 

can emerge and be effectively deployed (Tidd et al. 2001). Building and maintaining such 

organizational conditions are critical part of innovation management and involve working 

with structures, new organization arrangements and integrated communication. 

Building up an understanding of changing marketplace requires various forms of 

communication and interaction, from monitoring through to customer panels and surveys. 

There are different ways for involving customers in the innovation processes. Companies 

tap tacit knowledge from their customers by employing some methods during the 

innovation process. First of all, the data collected is analyzed in order to understand the 

patterns of owned customer behaviour. Secondly, customers are taken into the innovation 

process by being an active part of innovation team and participating in the innovation 

cycle. These “advance” customers (Tidd et al. 2001), have first-hand knowledge when it 

comes to using a product or service and have their own ideas about how to develop or 

create innovations as well. 

According to Thamhain (2005), a large number of successful commercialization in new 

product concepts provide clear evidence that these challenges can be met with the right 

organizational ambience. Innovation cycle represents a dynamic and continuous form of 

processes from idea generation to market appraisal. Based on our combined results we 

clearly underline that customer plays critically important role in this cycle.  

On top of that, organizational capabilities are also defining the competitive advantages. 

These are dependent to human resources, innovation culture, technological readiness and 

management know-how. Resource-advantage theory (Hunt 1997) has already explained 

some of these dependencies. Aaker (1998) has previously defined requirements, models 

and methods of strategic management for the market. Our outcome from the combined 

results identified that effective management of innovation cycle is a matter of cultivating 

these resources and harmonization of their processes with a customer centric mindset. 
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3. Increasing competencies in the organization and derivation of wisdom from knowledge 

coming out in every stage of innovation cycle  

Innovation initiatives tend to depend heavily on employees' knowledge, expertise, and 

commitment as key inputs in the value creation process. According to Scarbrough (2003), 

human resource management function can influence and modify the attitudes, capacities, 

and behaviours of employees to achieve organizational goals and it plays a crucial role in 

nurturing necessary conditions for catalyzing and channelling individuals towards the 

development of innovation activities. According to Subramaniam and Youndt (2005), an 

organization's innovativeness is closely tied to its ability to utilize own knowledge 

resources.  

Organizations that effectively manage and leverage knowledge and expertise embedded in 

individual minds will be able to create more value and achieve superior competitive 

advantage (Scarbrough 2003). Innovation oriented organization needs to focus on 

implementing the appropriate knowledge management initiatives in order to trigger 

knowledge management outputs that influence innovation processes. 

4. Utilizing information management system to increase organizational innovativeness 

Tidd et al. (2001) state that knowledge and information flows are the key determinants of 

successful innovation and new product development processes. Therefore, information 

technologies plays a critical role in product development, as its allowance ranges from the 

transaction, storing, and processing of explicit knowledge to the facilitation of people 

networks, coordinated interfaces, and collaboration for flowing of tacit knowledge (Van 

Den Brink 2003).  

Information technologies can help with collaboration, knowledge sharing, competitive 

intelligence, and in many other ways to help people generate ideas that are both creative 

and potentially valuable (Nambisan 2003).  

Information technologies also help innovative organizations form innovation networks 

with their partners, suppliers and customers and thus engage in collaborative innovation-

related activities at the innovation process. 
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5. Collaboration with  partners to build the innovation value chain 

In the era of open innovation, according to Chesbrough (2003), organizations increasingly 

rely on external sources of innovation by emphasizing the ideas, resources and individuals 

flowing in and out of organizations, searching for and using a wider range of external 

ideas, knowledge and resources, networks. 

Collaboration networks consist of different actors with the aim of accessing the 

knowledge: suppliers, competitors, universities and other knowledge-based organizations 

(OECD 2009). Network cooperation or using a wide range of external actors and sources 

had a positive impact on innovation performance of firms (Brioschi et al. 2002). Biemans 

(1990) suggests that cooperation, coordination, and communication reduce the level of 

chaos in an innovations process, and, thus, increases the probability of developing 

successful innovations. Therefore, innovation oriented organization needs to form 

collaborative networks and partnerships for successful innovations.  

This collaboration is not only valuable for the customer side but also for the supply chain 

as a whole. The network of organizations forming supply chain from end to end is 

cascaded by the functions each member is executing on a daily basis. The value out of this 

supply chain is in the elimination of redundancies throughout the chain. These functional 

and operational redundancies bear costs for customer and for overall effectiveness of 

innovation. Following these operational advancements, the value chain extends its power 

with: trust with commitment of integration, the synchronization of functional processes of 

its members, unified decision-making for the chain wide operations, and ultimate focus to 

customer in every process.  Implementation of the paradigm of open innovation over the 

value chain is a key competitive advantage against rival value chains. 

 

 

   



19 

 

Conclusion 

As a matter of fact, innovation is the key to enable new ways of thinking, producing and 

presenting of value to customers. As, Albert Einstein puts it, “Without changing our patterns 

of thought, we will not be able to solve the problems we created with our current patterns of 

thought”, thinking-out-of-box and innovativeness are critical capabilities for any firm acting 

in the global markets. So, the most affirmative solution to competition challenges comes from 

the idea of innovation. 

Integrating customers into the innovation process lowers the barriers to adopting innovations. 

Prahalad and Ramaswamy (2000) suggest that companies have to recognize that the customer 

is becoming a partner in creating value, and need to learn how to harness customer 

competences. According to McCosh et al. (1998), the company must keep close to its 

customers, partly to respond to their expressed needs, but mainly so that it can work out what 

they want in the future. Matthing et al. (2004) suggest that the value of customer involvement 

in new service development resides in the opportunity to facilitate proactive learning about 

the customer, and to understand and anticipate latent customer needs. Therefore, engagement 

with customer for facilitation of innovation by developing collaborative knowledge about 

products and services gains importance. This is also a significant marketing competence of 

successful companies those can be characterized as innovation oriented organization. 

The study aims to contribute to the literature in the way of providing insights into the 

engagement of customers within innovation process and involvement of customers into 

innovation oriented organization. For this purpose, the results of two different researches from 

marketing science and management are gathered to investigate the common points about the 

effectiveness in co-creation of value with customer. The main result is that involvement of 

customer provides critical contributions for improving offerings of organizations from idea 

generation to design of new products and services delivered to the market. Findings can be 

collected under five main topics which are addressing important aspects of co-creation with 

customers in an innovation oriented organization: customer involvement into innovation 

process from idea generation to feedback collection, information technologies as open 

communication channels to customers, human resources based on customer centric and 
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innovation oriented culture, knowledge management to enrich the source of innovation and 

collaboration networks with business partners to build an effective innovation value chain. 

Derivations of combined results contemplate that innovation is not an easy set of concepts 

and processes for any organization to fertilize in its culture, establish through customer 

outlook, construct technology and build managerial capabilities. Our perceptions about the 

changes in markets and customers are aligned with these requirements stated above. 

Organizations are more likely to survive if they adapt soon as possible to dynamism in 

customer behaviour and markets through making innovation culture grow within its talent 

base, putting customer in the heart of all functions, enabling proper technologies enterprise-

wide, and managing with innovative-thinking.     

This paper discusses a combined work of two separate studies; it combines the results of two 

different researches and introduces a set of unified and combined outcomes. These studies are 

both conducted in Turkey and their quantitative analyses are both dependent on different but 

similar target group responses of middle managers from companies in the Information and 

Communications Technology (ICT) industry in Turkey. Although the empirical findings are 

obtained from similar target groups for both researches and both of the studies obtained high 

reliability in regards to analysis of the results collected from the surveys, these consolidated 

outcomes shall be tested and verified through a questionnaire which needs to be employed 

across different industries and countries in order to obtain a wider validity of the combined 

outcomes. Based on this point, the outcomes and explanations contained in this paper are 

limited to this context and subject to be researched within various other contexts in the further 

studies for customer driven innovation management. 

Additionally, the combination of results brought up a new perspective based on previous 

analyses by which a new set of hypotheses will be available for researchers to further 

investigate with new researches constructed on these fundamentals. Therefore, more detailed 

discussion of the combined results of both studies will also be carried upon these prospective 

works as well as more complex unified tests and understanding their potential outcomes in 

correspondence.  
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